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                                               Abstract 
 
This project analyzes the concept of brands involvement level in the combination with a brand love 
and if there is a possibility for them to correlate. The aim is to find out if it is possible to improve 
brand love through analyzing the involvement level. In order to do so, there will be two strong 
brands analyzed: the Coca-Cola and Apple. Both companies created a strong brand, but they 
function in the different industries as well as satisfy different needs. The Coca-Cola is working on 
the functional level, where a consumer is more concerned about the basic satisfaction but the 
company managed to create emotional connections with its consumers. Apple has created emotional 
connection with it consumers and is something more for them than just a company. Analyzing these 
two companies, brand identity prism is used in order to see how they managed to become so strong 
and finding out weak points.  
Due to the time limits, there is no qualitative or quantitative research that is why three scenarios 
were created in order to see which involvement level different consumers have when purchasing or 
dealing with the Coca-Cola and Apple products. First scenario represents a person who had never 
tried these brands before, second scenario is about a person who is already the loyal one and the 
third scenario is about a skeptical individual who have tried or knows brands, agrees that they are 
doing good job, but is still skeptical due to the problems that are connected with the brands 
(between love and hate).  
The discussion part helped to analyze the whole situation, finding out that the concept of brand love 
is harder to improve on the functional level than the emotional. In order to improve brand love, 
companies need to create brand personality which helps to form stronger connections or 
relationship with the consumer. Finding personality traits in the brand makes it easier for the 
consumer begins to love the brand, associating it with himself or improver himself. In order to 
succeed on the functional level companies need to create awareness on the subconscious level in the 
consumers mind and then try to create personality for their brand which could be not relevant in 
some cases. 
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1. Introductory chapter 
1.1 Motivation 
 
 A lot of companies are known not only by their products, but more by their brand names. On the 
market, there are many strong brands with big experience or just good strategy, which helped them 
to become known. 
Strong brands have unseen power on their customers, which helps them to keep loyalty among the 
last ones. It could be seen that when people are buying products from the known brand, they feel 
different in comparison when buying a usual generic product. Such power is an invisible hand, 
which leads people to purchase the exact product, and overcome competitors. It is common 
nowadays that some brands are more lovable than others, but what creates such love. And where is 
love, there can be hate as well. Because if looking in another way, if a person adores one brand, he 
may have reverse feeling towards competitors’ brand. Then it is important to create love for the 
specific brand in the consumers’ minds. In order to do that many aspects should be taken into 
consideration, such as, emotions for example. Love is a feeling, which is created in people minds, 
and in order to create it, people need feelings or emotions towards the brand.  
It is interesting to look into the Coca-Cola and Apple companies, and see how they are managing 
their brand love. The Cola is the company with huge experience on the market, and with a lot of 
loyal customers and lovers. Apple is a younger company, which also managed to create a huge 
difference in consumers lives and is adored by many customers. There are both those who love 
these two organizations, as well as those who will never buy their products. These two companies 
operate in the different industries, the Coca-Cola has more functional involvement with it 
consumers whereas Apple more emotional involvement because it has more meaning in the 
consumers lives that a refreshing drink.  
1.2 Research question 
How to improve brand love by using concept of involvement? 
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1.3 Interpretation 
 
       The concept of involvement is a part of a framework, where brands are divided into two 
dimensions: functional level and emotional level. When more information is needed, it is assumed 
to be a high involvement, but it is not always like that on the functional level. And the low 
involvement is when people do not need to think too much before buying. They already know the 
product or the brand. The low involvement needs fewer emotions towards the product the person 
want to purchase but in order to be bought frequently there is a need for a satisfaction, while the 
high involvement is more about emotions during the purchase process. This involvement could 
influence somehow on the brand love. Some customers will be loyal, by purchasing brands product 
because they like quality, for example. But brand love is more on the emotional level, when 
consumers experience something positive and get a good feeling, etc. Brand love in the research 
question should be understood in the way, that when people feel love, they will buy a specific brand 
product without any doubts because they like it, they know the quality; they have some emotional 
connections with it. And that leads to the loyalty and continuous purchasing.   
1.4 Scope/limitations 
 
    Due to the time frames there was no qualitative research made which could improve depth of this 
project. That led to more content analyses, where main resources of information are official 
webpages of the Coca-Cola and Apple companies. There is the description of two company profiles 
in order to understand how the Coca-Cola and Apple managed to become strong brands. The 
information about companies is not going in depth with their history and how they developed, but 
rather up to date information. Due to the lack of qualitative research, there are three scenarios 
created, helping to provide examples of what could happen based on the knowledge gained through 
research and individual experience.  
The Coca-Cola has a broad product range where some products have their own life that is why the 
main analyzing product will be the Coca-Cola (the Coke) drink, which represents the company and 
the main selling product. There are no competitor analyzes in this project, but they could assist in 
discovering points of differences better.  
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2. Methodology  
2.1 Theories and models used   
 
Elliott’s framework 
The framework which was chosen for this project is based on Richard Rosenbaum-Elliott book 
(2011) separates concept of the brand in two dimensions: functional and emotional areas. There are 
different involvement levels in these two dimensions. Different involvement level motivates people 
to search for more information about the possible purchased product or selection of the brand 
product to purchase, and plays a significant role in the decision making process and a perception of 
the advertising.  
 
Aaker brand personality model will be used in order to see which personality traits two 
companies have, as a part of Kapferer Brand Identity Prism. The prism will help to see what 
makes the Cola-Cola and Apple brand identities so strong because it describes six essential 
dimensions which are needed to build a strong brand identity, as well as to recognize the weakest 
and the strongest areas of the companies brand identity.  
Mental map is providing with the information how and what people think about when they hear 
name of the Cola-Cola and Apple. What associations they have with these brands and what are 
brands point of parity and points of difference which could differentiate them from competitors.  
2.2 Data collection 
 
The project is based on the desk research, where main information resources will be books, official 
webpages of two companies – apple.com and coca-colacompany.com, articles, newspapers, 
journals. In order to get better understanding of the marketing tools, advertisement videos will be 
analyzed on the YouTube. This source will help to visualize the ideas\missions of both companies. 
As it was mentioned before there will be no qualitative or quantitative research, but in order to get 
ideas of what people are thinking about brands, close friends will asked several questions. Own 
experience will two case brands will be counted as well due to the idea that an author is in the target 
group of these brands and is a potential user.  
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2.3 Structure 
 
The first part of the project is explaining theories and models which are used in the project, as well 
as some definitions in order to make clear how author understands them and the meaning when they 
are used. Than two companies profiles will be included with the theoretical implementation. In 
order to realise how it will be in the real life situations and analyse involvement level, three 
scenarios will be implemented. 
1st scenario – will be about the person who will purchase a product for the first time, he is aware of 
brand existence but never had tried it before. His main concern will be to satisfy his need. 
2nd scenario – will be about a young teenager who is used to the product and knows the brand, and 
had tried it before, at some point he loves it. His family is also using this brand and have strong 
attachment to it. 
3rd scenario – is about a person who knows the brand and is very sceptical about it. But on another 
hand he agrees that the company is doing a great product\quality and at some point is in between 
hate and love.  
The main idea under scenarios will be the same for Apple and the Coca-Cola, but small details may 
vary due to the different market fields. The three scenarios in this project just helped to re-create the 
possible scenes which could happen in the real life, but are not 100 percent trustworthy due to the 
lack of qualitative and quantitative researches.  
After this part there will be a discussion section and the conclusion.  
2.4 Criticism of sources 
 
In the data collection process there is a need to be more sceptical of the context analyses due to the 
reason that two official web pages are used as source of information. Official web pages of the 
Coca-Cola and Apple will try to present themselves in a positive light as much as probable. Apple 
webpage provided very little information about the company and their mission, vision, values that is 
why these statements were taken from another source and the culture of the company could not be 
analyzed in the proper way, only based on what is known.    
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3. Brand Concept 
3.1 The Brand 
 
     These days everybody knows that if the company is successful and is known by a lot of people, 
it will definitely have the name to which potential customers will refer to while talking about it. But 
not all known companies or products are called brands. People like to wear known brands, which 
gives them the feeling of being something else or better, it gives them prestige. Some companies 
became popular due to their long experience, some due to their products or quality. For some one 
brand means a logo, name, company, personality and etc. Brands are a direct consequence of the 
market segmentation strategy and product differentiation.  Brand help to increase attractiveness of 
the product by tangible and intangible feature, in another words it adds value (economic, social, 
functional, and psychological) to the product beyond its functional value. It is the way to advertise 
and catch consumers’ attention to the product or company by showing the world that the 
product/company has a stamped mark. (Mishra, 2012, p. 122) People expect that brand will always 
deliver value, but those values which are defined in customer positions. The brand has remaining 
relationship with its buyers which should be sustained by the company over the time. The brand is 
not such a product or a service of the existing company, but something that has own life. Brand can 
help new product areas to develop into something advantageous for the company. “A product is 
something that is made in the factory, a brand is something that is bought by a consumer” – Stephen 
King (Randall, 2001, p. 4). The brand is rather an idea of the company’s values and believes which 
create awareness in the consumers’ minds and combines with their need and wishes and represented 
by the product they sell. It makes them believe that with this specific brand they will become 
someone better - “a brand name is nothing more or less than sum of all the mental connections 
people have around it” (Mishra, 2012, s. 124). Due to the memory limits, people are more likely to 
buy brands with names they remember or know. Stronger brand get not only recognized by the 
consumer, but also may have some emotional associations with them.  
     Branding is a marketing strategy which is not limited by the marketing department, but takes 
place in the whole company culture. Branding should be endlessly modified due to the durable 
competition, structural changes and changes in the customers’ perceptions. (Randall, 2001, p. 2)  
The literature of branding suggests that the power of the brand is created through the meaning that it 
forms for the consumers, and not due to making different in customers’ perceptions (J.Kay, 2006, p. 
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746). Branding helps consumers to identify a product with a name or an image of the company, 
which connects the quality and benefits of products to consumers. 
3.2 Brand image 
 
    It is the image of the brand which exists in the consumer minds and how they perceive it. This is 
entire information about the brand which they have gained through experience, advertising, service 
etc. People have their own believes and ideas, and the brand image is modified by these believes, as 
well as social norms and perceptions. (Randall, 2001, s. 7) The brand image could be perceived in 
the consumer minds as a logo due to the reason that many people when they try to remember about 
the brand, they can remember the logo, or maybe the color of it. People can perceive the same brand 
in different ways due to their believes, and that is why it is hard to guess how consumers will react 
on the advertising and in overall.  
3.3 Brand identity 
 
     Identity is something that is built by the company itself, where company can express their vision 
and mission, why it is better than others, its values. These features are under company’s control, 
showing the soul of the brand. (Randall, 2001, s. 7) 
    Brand identity is the concept which grows from inside the company. It is very important to have 
all parts of an organization work towards set values and promote vision. Some organizations were 
formed with the core vision and values from the start. Their main priority was not to be competitive 
but to express to their niche customers their ideas. Usually the founders were the main drivers of the 
corporate brand concept, because of their perception of values. They believed strongly in their 
business, building wisely mission and vision to transfer their specific goals. In corporate brand 
organization, values are credible and are kept the same from that time when the founder made them. 
Corporate brands have a little influence on consumers in the beginning and may not affect demand, 
but they can educate the last ones, shifting types of consumption in the defined way, changing the 
life style of their core customers.  In order to be visible, corporate brands should connect their social 
activities with their products/services, as well as determine social corporate mission and values to 
definite customer segments. (J.Kay, 2006, p. 753/754) A good explanation of the corporate brand 
was offered by John Balmer (2001) “A corporate brand involves the conscious decision by senior 
management to distil and make known the attributes of the organizations’ identity in the form of a 
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clearly defined branding proposition. This proposition underpins organizational efforts to 
communicate, differentiate, and enhance the brand vis-à-vis key stakeholders groups and networks. 
A corporate brand proposition requires total corporate commitment to the corporate body from all 
levels of personnel…” (Balmer, 2001, p. 281). The communication mix should be done internally as 
well as externally. Company needs to concentrate on understanding what stakeholders want, need 
and how they behave, thinking not only about profit maximization, but also tempting to change 
something. In order to build a strong corporate brand, corporate responsibility programs should be 
taken into consideration. As an example could be environment sustainability issue, which is popular 
among companies nowadays, and should be implemented in the company’s strategy. Thus the 
customer will have trust in the company, not in the specific product only. The corporate marketing 
mix combines 10P’s (Balmer, 2001, p. 291) but the most important is to bring Philosophy of the 
company through all way up to the consumer. Philosophy is needed to understand what exactly the 
company wants to show to its customers, company’s mission and vision.  
    As the corporate brand was defined before, it is relevant to explain product brand as well. This 
type of branding is based on promoting the product itself, and not the company. Some companies 
have different categories of products with their own name know worldwide, standing on their own. 
Product branding gives a company an opportunity to have a wide range of products and avoid image 
damage if something will go wrong with one of them. This strategy has an advantage for the 
company to participate in different market segments, increasing profit.  The focus is made on the 
unique features of the product, and when communicating with the consumers, the message should 
contain brand parts such as logo, colors, packaging to support brand image. (Xie, 2006, p. 350)  
3.4 Brand Love 
 
     If there is a possibility that people can trust the brand and provide him with the personality traits, 
there is likewise an opportunity to feel emotions towards the brand. Some people could mention that 
they love a specific brand because of some features it has or because it satisfies not only their need 
but the soul. On another hand, there are those that sense hate emotions towards competitors’ brands. 
It could be mentioned that loyalty and brand love could be the same, but from another side, people 
can be loyal to the brand due to it features and even don’t think that they are in love with it. 
Between loyalty and love could be brand liking, which shows you as a loyal customer, but not yet 
in love. Because one prefers to by a specific brand for the reason that he likes it. In the beginning 
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the customer could like the product he got, than he becomes loyal at some stage, beginning to love 
the brand in the overall, expecting the same quality from all products of this brand and expecting 
the same treatment\experience every time he will purchase the product.  
The feeling of love is deeper, but it is hard to clarify what it is precisely towards the brand (Batra, 
2012, s. 4). It should be taken into consideration that brand love is different feeling from 
interpersonal love. Brands started to think about providing customer with emotions, in order to 
acquire a closer connection with them. Love is also based on emotions. If emotions and relationship 
feature are central for the brand, more likely that people will consider it as some kind of love (Batra, 
2012, s. 7). According to some scholars, brand love is an emotional and passionate relationship 
between a satisfied consumer and a brand (Academy of Marketing). Nonetheless the love is also an 
attitude towards the brand, when person will be loyal to the brand for a specific period of time, and 
may not see mistakes which will be made by a brand in the future.  
Brand love has advantage for the company, because people who are in love with the brand are 
willing to pay more in order to get what they like as well as they will say positive things about the 
brand to their friends or relatives, providing people with the positive input. (Academy of Marketing) 
Rajeev Batra (2012) have made analyses on brand love and came up with the brand love factor 
model (appendix 1), where they propose several reasons why consumers fall in love with a brand. 
And that brand love leads to predictable loyalty, word of mouth and resisting of negative 
information better. One of the main parts is the positive emotional connection, which a lot of brands 
are aiming for. Due to the positive emotions, people are able to fall in love, because love is usually 
described as something positive and make people feel happy. There are many aspects that describe a 
path to fall in love with a brand, but there is very thin thread between love and hate, due to the 
reason that if a user loves a specific brand, he will hate another brand or a competitor. Meaning that 
for the companies it is very hard to move such users from hating to love. On another hand, it is very 
easily to mixed up the loyalty and love – both provide brand with the lasting relationship with the 
consumers and it is hard to say what exactly distinguishes them when talking about human feelings 
and actions. From Batra (2012) findings it could be seen (appendix 1) that there are a lot of reasons 
why people love the brand, and companies need to remember most of them.  
11 
 
4. Frameworks 
4.1 Elliott’s framework 
 
    The framework which was chosen for this project is based on Richard Rosenbaum-Elliott book 
(2011), separates concept of the brand in two dimensions: functional and emotional areas. 
Functional area represents what the product actually does for people, the satisfaction of the 
functional needs. The basic brand quality is to have a product which keeps promises of 
performance. It is easy to make a choice and simplifies the process. In this area people are familiar 
with the product, no extra information search, just a developed habitual behavior. Emotional area 
characterizes what product means for people. Due to the reason that there is more risk involved in 
the purchase decision, where consumer becomes more driven by emotional process and so the 
consumer advantage of the brand grows into a safe choice. Functional and emotional areas have 
different consumer involvement into purchasing process. The involvement level shows the 
importance of the product/brand for the consumer. Different involvement level motivates people to 
search for more information about the possible purchased product or selection of the brand product 
to purchase, and plays a significant role in the decision making process and a perception of the 
advertising. (Rosenbaum-Elliott, Percy, & Pervan, 2011, p. 10) There are three aspects which play a 
role on the involvement level, from low to high involvement:  
1. The consumer – people are different, with diverse viewpoints and opinions, and these 
differences include self-concept, values, personal goals and needs. 
2. The product – the main characteristics which affect involvement level are the price, 
frequency of purchase, the symbolic meaning and their social visibility, for how long they 
will perform, is there any potential harm, and the time of commitment to the product once it 
was bought.   
3. The situation – this aspect shows under which circumstance the product was bought, how 
much time was available, where there other people around, is the product for yourself or is a 
gift. (Rosenbaum-Elliott, Percy, & Pervan, 2011) 
The idea of having more involvement equals more information search, is addressed only to 
functional products, which satisfy by their actual performance like dishwasher, where information is 
crucial in order to choose the right one, with best performance aspects. Those product which help 
people to express themselves or self-concept, in other words symbolic products, can have high 
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involvement, but purchased with the little information search. For example, to buy an accessories 
do not need to have a big information search, but do express consumers emotions.  
It is significant to remember some aspects which are needed on the emotional level: trust for the 
brand, emotional connection, and a brand personality. This will help companies to create closer 
connections with the customers as well as loyalty and move towards brand love.  
   Positive emotions give a chance for the company to see the customer again. There are different 
types of emotions which can play a significant role in becoming a loyal customer or choosing a 
competitor’s product. When a customer can connect his experience with the positive emotions, they 
will stay in his mind as something good. Next time he will be willing to purchase a product of this 
type, he will remember those emotions, leading him to decide toward the same product or a brand 
not only because of its benefiting features but also emotions. (Rosenbaum-Elliott, Percy, & Pervan, 
2011, p. 36) When positive emotions are acquired, there is a possibility for the trust to be created, 
which help to intensify bonds between consumer and the brand. But a trust is something very 
intangible. There are many definitions for the trust, but one was chosen as the relevant one: “Trust 
is a person’s willingness to be dependent on another party in the belief the party will not 
intentionally disappoint them” (Rosenbaum-Elliott, Percy, & Pervan, 2011, p. 33). This definition 
clearly shows that people depend on brands, hoping that this positive experience will be a 
continuous, expecting the brand to be worthy every time. Functional brands stand on the lower level 
of risk, because people are familiar with them, and they make it easy to choose them due to their 
predictability and reliability. Consumers do not care if they need to buy Arla milk or local milk 
producer. They can choose different every time depending on their income. After risk level gets 
higher, functional brands have a safe choice through confidence, letting consumers to depend on 
them. Symbolic brands in markets with high risk need to create trust, developing it through 
consumer perceptions of brand closeness and emotional investment. This risk is created by the 
opportunity to be hated, and it is costly and hard to entice consumers that love another brand.  
     Trust helps people to feel closer to the brand, seeing it as someone with the personality traits. 
For the reason that feeling of trust is mostly common among people, who depend on trusting each 
other, now, they have trust to inanimate subject, that feeling generates an opportunity to associate 
personal traits to something that is lifeless. Personality traits of the brand can be associated 
indirectly through its logo, name advertising, communication and etc. Aaker has revealed five 
dimensions of traits, which are shown below, that consumer recognized in different brands. 
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 (Schoormans, 2005-2009) 
The brand personality could be defined as a set of human traits associated with a brand. At some 
point brand personality helps consumers to express themselves by using a specific brand. The 
personality is acquired through the company’s image, communication and then consumers start to 
apply personality traits based on what they see and feel. 
 
4.2 Kapferer Brand Identity Prism 
 
 (Volvoikar) 
Kapferer speaks about six essential dimensions which are needed to build a strong brand identity:  
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- Physique – is the functional side of the brand, what it does exactly, and quality of its 
performance. 
- Personality – what human traits a brand has, the way a brand delivers its capabilities by 
advertising, communicating. 
- Culture – ideas that both the customer and a brand agree are important, shared values as well 
as company’s values and beliefs. 
- Relationship – most of the products are bought repeatedly, which could lead to the 
relationship with a brand after some period of time. There is a need to understand how 
strong the relationship between customer and the brand is.  
- Reflection – ambition, what the brand wants to change in people life, the type of users that 
brand seems to be aimed at. Something special that people will not be who they are now, but 
what that they are something better with the purchase of the particular brand. 
- Self-image – when we use the brand, what it tells others about us, brands help to represent a 
customer in the way he wants to be seen as. (Randall, 2001, p. 8) 
Brand identity will be stronger when all six dimensions support each other. This model support 
companies in finding out what are the strengths and weaknesses of their brand and where could be 
missing parts.  
4.3 Mental map 
 
Commonly it is applicable to create a mental map of the brand company, which will help to see the 
points of parity (POP) and points of difference (POD) with the competing company. These points of 
difference will show how different the company is, and if these differences are meaningful one. 
(J.Kay, 2006, p. 745) Points of difference are usually benefits of the brand which consumers 
strongly connect with the brand, and are the reason why they buy it. Points of parity are not so 
important for the consumer, but if the company will delete them, there is an opportunity to lose 
customers, because it is not the real reason why customer chosen the company, but still plays a role. 
Mental map is useful when positioning the brand on the market. It is essential to have POP in order 
to enter the market, for example, but POD is needed to be the best one. Positioning is meant for 
understanding how the company wants target customers to reflect on a brand, showing consumers 
how the company is unique in helping them to achieve their goals. (Keller) 
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5. Companies Cases 
5.1 Coca-Cola 
    The Coca-Cola Company is one of the oldest known brands in the world (from year 1886) (Coca-
Cola Comapny Heritage), which managed to go through times and gain a huge experience. They 
produce different kinds of soft drinks which are famous around the world. Due to their huge variety 
of the products, they are known not only by their company name. Some of the products are having 
their own life, being part of the Coca-Cola Company, but still not associated that much with it. A lot 
of people know Sprite, Fanta, Coke, energy drinks etc. 
Other strong product 
brands as Nestea, Evian 
are owned or used under 
license by the Coca-Cola 
Company (Coca-Cola 
Company, 2013).   
Through all these years, 
company managed to 
adapt to consumers’ needs 
and demands, by being 
affordable, available and 
acceptable. More recently they have added three more morals to their strategy – price value, 
preferences and pervasive penetration. On their official home web page is stated that they try to 
focus on the needs of their consumers, customers and franchise partners. And in order to do that, 
they go out into the market and listen, observe and learn, trying to possess a world view (Coca-Cola 
Journey, 2013). The Cola’s great success through all these years on the market could be a proof for 
the last statement. The company cannot succeed without learning and observing the market place. 
As the brand, they would like to be seen as something passionate, optimistic, fun and inspiring 
creativity. One way to show that could be done with the help of advertising and marketing. The 
frequency of their involvement in the advertising and attracting consumers’ attention is very strong. 
Focusing on execution in the market place every day is an important issue for the Coca-Cola 
Company as well (Coca-Cola Journey, 2013). That is why people are not able to forget their 
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products. Everywhere in the grocery store or in the bars, on the TV, consumers constantly meet the 
Cola-Cola products. It is assumed that the Coca-Cola is successful due to its great strategy which 
helps it to be innovative, use its brand power wisely, being creative, responsible and transparent 
(Coca-Cola Journey , 2013). The last two matters are rather questionable. The Coca-Cola tries to be 
responsible as all other companies nowadays, with the sustainability and environmentally friendly 
activities. But it is hard to say that throwing away metal cans can be environmentally friendly. 
However, there are many people who will prefer Coke to Pepsi, and are heavily loyal to the Coca-
Cola Company and it taste.  
   By using Kapferer Brand Identity Prism, it will help to find out, how Coca Cola managed to 
become so solid brand.  
Physique of the company is to bring refreshment to the world and inspire happiness. As the Coca-
Cola provides people with the most commonly needed products - refreshment, it could be calculated 
that people do buy it frequently due to the need of having the liquid in their bodies. The packaging 
makes it easier for the consumers to enjoy the product everywhere in the world as well as being 
recognized on the shelves. The logo is simple and easily could be remembered. The frequency of 
the buy is playing an important role when building the relationship with the consumer. It is easy to 
buy the Coca-Cola products all over the world, feeling like home. 
 
The company wants to show the world that by drinking their products, people will be happy, 
connected through generations, and refreshed. Independent life full of fun, friends as well as with 
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the family. If the consumer has enjoyed the Coke for long period of time, he will be still enjoying it 
when he gets older, on the family holidays.  
The reflection of the company could be found out from the slogans of Coca Cola Company through 
the years. It could be said that the company wants to target all potential users in the world, but main 
concern are a younger generation, which are on the move, active and creative. It could be seen by 
ads on the TV or billboards.   
 
But as it was mentioned before, the Coca-Cola respects the family traditions and holidays, where on 
winter holidays, everybody knows the TV commercial connected with the Santa Claus who is 
dressed in the colors of Coca Cola logo and represents the spirit of the family holiday. Many years 
ago, Santa Claus was wearing blue clothes, but when Coca-Cola started to use him as a person in 
their commercials, he got red colors of the Coca-Cola logo. Nowadays, Santa Claus is only 
represented in red colors in the USA. 
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As well as the company uses a lot of ads with the assistance of popular people like actresses and 
singers, showing by this that a usual consumer could feel closer with his favorite star.  
 
  In the overall the Cola is aiming to show to its customers that everybody can drink their products, 
keeping the culture, happiness and warm feelings as well as being creative and modern. And by 
drinking Coca-Cola products, consumers can achieve their goals and get closer. 
Almost every company could be associated with different personality traits when consumers feel 
closer to the brand. In the Coca-Cola case, it is hard to associate it with the one specific trait due to 
its versatility. Looking into Aaker brand personality model, it could be said that the Coca-Cola has two 
dimensions from his model: sincerity and excitement. The sincerity trait is more connected with the idea of 
the company having a great experience and living through generations,  respecting the family values, being 
down to earth and cheerful. The excitement trait is coming out when looking into the advertisement which is 
focused on the younger generation. They are creative, executed in the exiting way, using the modern 
technology software being very up to date.  
The self-image is about how consumer is seen by others and how he feels when drinking the Coca-Cola 
products. At this juncture, the answer could the controversial. Because many people know that the Coca-
Cola products are not so healthy. There are many discussions going on about the “secret” ingredients of the 
Coke which makes it so tasty but very suspicious. A lot of people who drink the Coke have diatribes or 
health issues. All this reputations plays a great role on the self-image of the consumer. Some people will not 
be willing to drink the Coca-Cola products due to the reason that they do not want to be perceived as 
unhealthy person. And the healthy food issues are becoming more and more popular nowadays. The 
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individuality of the consumers is very different, based on their knowledge, experience, values and their 
background, based on that people are having different self-images. Some will feel happy and satisfies after 
drinking the Coca-Cola products, others will think that if their drink the diet version of the Coca-Cola 
products, people will see them as a person who is looking after his health and cares about his body. Others 
may think that if they will have a Coke in their hand, people passing by will think that they are fans of cola. 
But it should not be forgotten that the Coca-Cola Company has other product brands, which are not 
associated with the company itself. It is the mainly the Coke that has a bad reputation but it is also the main 
product of the company. Even if the self-image is not so pleasant, people who like the coke will still drinking 
no matter what, because of their connection with it or the taste. These consumers will see themselves as 
smart, cool, active, maybe traditional and respectful.  
The company’s culture is based on their values. The Coca-Cola states that if they do something, 
they will do it well, showing the quality of their products. They want to refresh the world, while 
being fun and responsible. They want to create value and make difference and remain responsive to 
change. These aspects could be seen in their communication. The courage to shape a better future is 
the first of their values on the official web page. The better future could be defined as a way to 
improve the environment issues and be sustainable and CSR (corporate social responsibility).  
"We will deliver for today, growing a low-carbon, zero waste business, and inspire change for a 
more sustainable tomorrow." (Coca-Cola enterprises, 2013)  This statement sums up the Coca-Cola 
strategy as well as company culture. They try to be innovative as well as adaptive to the situations, 
passionate about what they are doing and still being American.      
     At some point it could be seen that the Coke soft drink is one of the main advertised products by 
the company. Other products such as Sprite, Fanta are living their own life, being more focused on 
the young generation with the creative point of view. But people are still loyal to the brand and its 
product. It could be assumed that the main loyal consumers come from those who are in love with 
the Coke. It also should be taken into consideration, that the Coca-Cola company has it routes from 
America but also known worldwide. Different strategies are used in different countries. For 
example, in America, the Coca-Cola is connected with the American dream and something that was 
founded in America. In the Europe, the way of living and standards are different, so the company 
should behave in another way, but consumers in the Europe do not connect the Coca-Cola with 
America, they have the feeling that it is their own (Stobart, 1994, p. 19). Nevertheless the Coca-
Cola logo is the one of the famous things in the world, being the most recognized and familiar. The 
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logo is simple to remember, in red color, which attracts people attention. This was a good choice 
due to the reason that logos with the simple meaning are more liked; give positive affect to the 
company. (Henderson, Cote, Siew Meng, & Schmitt, 2003, p. 299) 
 
This success did not come out from nowhere, but is a part of a hard advertising, being recognized 
by everybody in the world (Randall, 2001, p. 14). The advertising gives an opportunity for the 
company to keep the place in the consumers mind and not to be forgotten. Recognition is the most 
wanted memory effect for the logo (Henderson, Cote, Siew Meng, & Schmitt, 2003, p. 299). The 
frequent reminding is a part of everyday activities of the Coca-Cola due to the reason that soft 
drinks are one of the main products that is purchased on every day bases. And in order for the 
customer to choose the Coca-Cola product from shelves, there is a need for the consumer to 
remember about the brand and that it is what the Coca-Cola is aiming for. The company wants that 
the choices were made on the psychological level, where buyer without any doubts will grab a 
bottle of Coke or Fanta. This will create a brand loyalty at some point, due to the reason that people 
will get used to buy these products. Brand loyalty is one of the key issues which keep the brand 
image of the Coca-Cola (Scribd, 2013). By being able to be any place, any time for any one, the 
Coca-Cola managed to succeed in maintaining their loyal consumers (Coca-Cola Journey, 2013). If 
analyzing more closely the Coca-Cola advertisement video, could be found out that they want to be 
seen as someone who brings people together, that they have common goals and when people come 
together good things happen (Coca-Cola, YouTube, 2012). When drinking the Coke, people will 
give more happiness to others because they will be happy themselves (Coca-Cola, YouTube, 2013).  
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And that is the Coca-Cola philosophy – being able to bring people together and create something 
great with their power. The message in their ads is very clear, and the person who will purchase 
their product will see himself as a part of those people who cares, even if the product is not healthy.  
The mental map of the Coca-Cola is presented in the picture below and shows which thoughts are 
coming to the people minds when they hear the name of the brand. On this picture could be found 
points of parity and point of differences which help to be different from other competitors. The 
main points of differences are: taste, logo as well as symbols as polar bear or Santa (Christmas), joy 
(optimistic view of life).  
  
                                                                     
5.2 Apple Inc. profile 
 
     Apple Inc. is a young organization (year 1977) working in the field of technology, with the 
variety of products produced (iPad, iPhone, iPod with iTunes, Mac with different Apps, iCloud) and 
strong loyalty among consumers. Through the time the company managed to create an invisible 
connection with their potential and current customers which attracts people to purchase only Apple 
products and stay loyal to the company. The Apple constantly innovate their existing products, 
adding new features or improving the design. At some point it could be assumed that the products 
outline Apple, but there is more deep meaning in their strategy which attracts customers. In the year 
1996/1997 Apple was one step away from the bankruptcy, which was due to the lack of innovation, 
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as was noticed by Steve Jobs CEO and co-founder of Apple (Golson, 2011). But the company still 
managed to keep up with its loyal customers and develop into a strong brand company with the help 
of Steve Jobs ideas and strategy. Then there was a crisis connected with the child labor usage at the 
suppliers in China. And still again, the company keeps their position as one of the strong brands in 
the world, while the crisis occurred in the time when the business world monitors toughly after 
Corporate Social Responsibility (CSR) of companies.  
    Apple products have their own life, being known by their name and exist as product brands. But 
an organization is also a corporate brand, because everybody knows Apple with its mission to be 
faithful to their products and their organization values and believes – to think different and 
innovate. 
    Their marketing strategy has five steps which helped Apple to become so strong on the market, 
as the former Apple Marketing Executive and Consumer Marketing Expert Steve M. Chazin 
(http://www.linkedin.com/in/chazin ) mentions (Chazin, 2007). Of course there are more steps, but 
based on his experience working for the Apple, he proposes only five.  
1. Do not sell products, people buy what other people have. Apple wants to create emotions, 
which will steer customer needs towards the product, concentrating on showing them how 
customers will feel while using the Apple product. 
2. Makes something good greater. Apple has never invented something new; they just 
improved products that are already on the market. When totally new invention reaches the 
market, it is not always successful as it could be, due to the changes needed in order to reach 
customers’ demands. The Apple took another way, where they could adjust the existing 
products to the customers’ demands. 
3. Help your customers help you. Apple gave away stickers with their logo, which was after 
placed on the potential customer laptops. This way helped to advertise the brand to other 
potential customer by reminding them about the brand. 
4. Make your message memorable. The advertising message should be short, but remarkable 
that people will remember it and it is all about what others will say about you.  
5. Go one step further, surprise your customers. Apple remembers that their relationship with 
the customer starts after the last one has purchased the product. It is purposed that the 
packaging of the Apple products creates a great experience for its customers as well as a 
taste of style and design. (Chazin, 2007) 
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It gets clear from these steps that the main strategy points are allowing consumers to do the 
marketing by only providing them with the needed tools and emotions. In order to create an 
experience, Apple is selling their products through the retail stores (over 360 retail stores). Their 
retail stores are very simple, but look classy. Apple managed to become one of the profitable 
retailers on the market, with the narrow product range, but with the experience which is copied by 
others. Retailer shops give a customer an opportunity to experience the whole process of buying a 
new Apple product and get to know it better.  
   During the last years there was a crunch in the company – death of Steve Jobs. This event 
increased brand value enormously as could be seen from the graph in appendix 1. The boost 
happened in the year 2011, while when death took place in the October 2011. It shows that 
customers had emotional connection to the company and the death of the important person of this 
company somehow increased their loyalty and willingness to purchase Apple products. Apple 
managed to create a marketing tool that will be not so expensive, when consumers will help to 
promote their own products. For example, when a person has a MacBook, the logo of Apple is in 
the right position towards other people, but when the consumer has it, the logo is upside down to 
him.  
Another trick is made with white headphones, which symbolize that the person is using an Apple 
product. These tricks are smartly made, and work for the company’s profit. Such advertising shows 
that Apple brand is strong enough to use less money on advertising, giving this opportunity to the 
consumers and the media positive reviews about the new or existing products.  But they still use 
celebrities and place their products in the TV shows and movies. (Edwards, 2012) 
   Kapferer Brand Identity Prism will be used in Apple case as well, trying to analyze all six 
dimensions of the company.  
 Physique – Apple products are technologies, which make people life easier and up to date.  
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The quality is a high value of Apple products. The design of the products gives people the feeling of 
using something sophisticated. The logo on the products gives an extra feeling of satisfaction of 
using the product and the quality gives the feeling of making the right decision.  
 Personality – by using Aaker brand personality model, it could be analyses that Apple has a 
competence trait. It is reliable due to the quality issues and good reviews of Apple users. It 
could be called successful as well because of the fast development of the company as a 
brand and having a lot of loyal consumers. Apple marketing strategy which was described 
above is a proof of intelligence, but intelligence could be another thing as well. People could 
feel intelligent when they purchase the Apple products due to its design, software and name.  
On another hand, they are also sophisticated and exiting. It is a part of a life style as well as 
upper class due to the prices. Personality traits differ as people opinion will differ about Apple.  
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 Culture – company’s culture is very blurry; you cannot find any clear mission/vision/values 
on their official webpage, which gives an opportunity to think a lot of different ideas about 
them. They do have sustainability reports and are concerns about child labor and choosing 
the right suppliers. One of the clear concepts is to innovate. They try to have the best design 
and advanced technologies. As it was mentioned before there is no clear mission statement 
about what company does, but here is a statement that represents what Apple believes in: 
“Apple is committed to bringing the best personal computing experience to students, educators, 
creative professionals and consumers around the world through its innovative hardware, 
software and Internet offerings.” (Goodson, 2011) This statement shows that Apple is not just 
selling their products, but they are loyal from the inside to bring the best. This passion is felt by 
the consumers, which makes them to like company even more. This is the philosophy of Apple, 
which is passionate about giving the best experience to people and for that reason being 
trustworthy.  
 Relationship – Apple is aiming for the long lasting relationship with its consumers, but the 
technology industry is the one where consumer do not change their products too often, and 
that is why Apple managed to create different software for updating and maintaining 
consumers. There is also a joke among Apple users saying: “once you go Mac, you never go 
back”. This is the right description of the relationship with Apple of those who are already 
users. And that is what Apple aiming for by using emotions for building a stronger 
relationship as well as a good quality and design of the products. Their relations are strong, 
and if Apple will make a mistake, it is easily forgiven (Goodson, 2011), because everybody 
can make one.  
 Reflection - target group of Apple users is very broad, from younger generation to the office 
workers. With Apple products people will look modern, sophisticated, and with upper 
income. Those who will use IPhone and IPod are creative due to the opportunity to take 
photos on the move in good quality and after work with them.  
 Self-image – Apple users can see themselves as modern people who are up to date and 
follow the life. “I use Apple – I am cool”- is often assumed when you will see a person who 
is using Apple products or when someone will talk with the Apple user, they will be very 
enthusiastic about Apple. Different people will have different self-images, depending on 
their background.  
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    Apple has a slogan “Think different”, but this slogan does not suit with the reality. There are a lot 
of people who are using Apple, and if one will buy an Apple product, he will become as all others. 
He is not different after all. The concept of this slogan lost its value. Nowadays, if people want to be 
different, they will prefer to choose competitors product. However here should be mentioned the 
concept of love and hate. Those people, who are in love with Apple, will never think that they are 
all the same; they will prefer thinking that they are something special, not like all others. If the 
person hates Apple for some reasons, he will prefer other brands, even if he likes the design or 
quality of Apple products.  
     Apple Inc. logo is very easy to remember due to its simplicity and meaning (Henderson, Cote, 
Siew Meng, & Schmitt, 2003, p. 299).  
The name of the 
company ‘Apple’ is 
represented by a fruit 
called apple.  
 
 
 
 
The bite on the apple is representing that it is an apple and not a tomato together with the word play 
bite/byte, connecting to the technology world. Later on, the logo of the year 2010 was an idea of 
Steve Jobs in order to put it on the products that is why there was a need to create a more 
sophisticated view of the logo (Edible Apple, 2009). An apple itself represents the fruit of 
knowledge and also has the first letter of the alphabet, which makes it easier to be found first on the 
list. It is also found out that pictures are perceived more quickly than words (Henderson, Cote, Siew 
Meng, & Schmitt, 2003, p. 299) and in the case of Apple the picture has the same meaning as a 
company name.  
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But not only the logo that attracts the consumers, but also the simplicity and consistency in the 
basic architecture of all Apple products that makes it easier for the consumer to know what to 
expect and how to use.  
The mental map of Apple is represented below by the picture. Main points of differences for Apple 
are: design, price, high quality, Steve Jobs as main popular character, sophistication feeling and the 
logo.  
 
 
 
5.3 Similarities 
 
When looking into brand identity prism of both companies, strengths and weaknesses could be 
found. The self-image of the Coca-Cola is not as strong as it could be due to the accusations in 
being responsible for diabetes and obesity that is provided by the sugar in their drinks. This builds 
negative self-image of those people who consume Coca-Cola products, being seen as unhealthy 
person. In the case of Apple, there are no obvious weaknesses in the brand identity, but the culture 
dimension is very unclear at some point. They do have vision statement but it is little bit vague.  
       After analyzing the brand identity of both companies, it is interesting to look into if they have 
any similarities due to the reason that both companies are successful brands with strong brand 
loyalty. One of the similarities is that both companies act from the heart of their business and are 
corporate brand; they are motivated to create the best experience for their consumers, bringing their 
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philosophy from the inside of the company to outside world.  Another point is that the Coca-Cola 
and Apple have exiting personality, which motivates people to live happy and easy life, and the 
target group is broad in both cases. They have created living brands with personality traits. On 
another hand, companies operate in different industries that is why there are not so many 
comparable points. But the most important one is mentioned above, that they are able to bring out 
their companies philosophies and are not just product brands but corporate as well. The quality 
standards are high in both brands, which play a huge role in purchasing decisions. The Coca-Cola 
and Apple have different marketing tools, but they do understand how to market their products in 
the right way and how people are purchasing their products and what determines their decision 
when choosing. Both companies do have skeptical consumers around them which look after every 
mistake they make, but companies try to manage their crisis situations in the correct way as well as 
their loyal consumer still proceed to be loyal.  
6. Scenarios  
  6.1 Coca-Cola    
 
    In the 1st scenario there is a person that will purchase a Coke for the first time. He has never tried 
it before but now he was a need to quench his thirst, so he enters the nearest grocery store. There is 
no need for him to search for the information before the purchase about the company, because it is a 
basic need for him and the involvement level is low. When he enters the shop, he decides that it 
should be a soft drink, not just water. Person will grabs the Coke without any deep thoughts. He did 
this decision on the subconscious level, due to the reason he could recall the logo of the Coke in his 
mind. On the subconscious level, he recognized the logo and got the feeling that he already knows 
this brand and it is safer to choose the thing you already know. There is no emotional connection at 
the moment, but due to the hard advertising and seeing the Coca-Cola logo, person was able to 
recognize it and choose it without thinking too much. It is a functional level, where it was safe to 
choose a product with the brand name one already distinguished. But the importance of the Coke is 
on the practical level due to the idea that the person needs it only for one time. It is not known if the 
person will like the taste or not for the future purchases, but it is assumed that he will enjoy the taste 
(based on the other people experience). Nevertheless it should be considered that people are 
different, based on their values, notions, personal goals and needs. In this scenario, person needed to 
quench his thirst, there were no other ideas or perceptions after his choice. The situation when the 
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product was bought was simple, without pressure. Person was able to decide himself what he wants 
when standing next to the stand with soft drinks. At some point it could be seen that on the 
subconscious level there was already a built trust for the Coca-Cola products due to the brand 
recognition. Prices of the Coca-Cola products could be analyzed as available for everybody above 
the low level income, who is able to spend extra money on a soft drink without additional thinking 
if it was a right way to spend this money. After the first purchase, there will be more opportunity 
that the person will know the taste and his choice will be based on that when he will have a need to 
purchase the soft drink again. Following the unofficial survey, it was clear that the ‘mystery’ 
ingredient of the Coke gives an advantage over its competitors, which cannot create the same taste, 
and that is why all those consumers who had tried the Coke once, are willing to buy it again, stating 
that it is because of the flavoring qualities.  
 
     The 2nd scenario is about a teenager, who is used to the Coke; he knows the brand and uses it 
frequently. The connection is already built with the brand and all his family likes the taste of the 
Coke. His family is drinking it every time they feel the thirst. The teenager feels emotional 
connection with the brand and stand for it.  Everywhere he will go, there is no question that he will 
choose the Coke and if he will get another version of the Coke, made by the competitor, he will be 
able to recognize the taste (because the taste of the Coke cannot be recreated). When he goes to the 
supermarket, there is no doubt that he is choosing the Coke. This connection is very strong, and on 
the emotional level because it is already a part of his daily life. It is the lifestyle people chose to 
have when drinking the Coke. It is hard to say without a qualitative survey, what exactly person 
feels when he has so strong connection with the brand. People who are loyal to the Coca-Cola brand 
are aware of the bad side of the Coke, but they still like it. The ‘mystery’ ingredient in the Coke 
plays a huge role in creating an addiction to the Coke for it consumers. While asking random people 
why they drink the Coke, they say that they like the taste. This answer was very frequent. So maybe 
the ‘mystery’ ingredient is the main component which makes consumers loyal? On another hand, 
the harsh marketing is also the way to create awareness in the consumers mind to make them try the 
Coca-Cola products. It is assumed that the main goal of the Coca-Cola is to make people select its 
products on the subconscious level, when people do not think what they take, but they choose by 
what they remember and are aware of. The company could expect that a person after trying the 
Coke will be willing to buy only it. A young teenager knows that if he will drink the Coke in front 
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of his friends, he will look cool, because if he got a cheap version of the Coke, other teenagers will 
not consider him as someone cool. But still it is hard to say that there is more emotional connection 
than an addiction to the taste. The real reason for being loyal could be only the taste. And the 
marketing tools just keep the awareness for the potential consumers. Consumers are in love with the 
taste of the product. The love of a teenager could be described as a passionate desire to use 
(appendix) when he craves to use it as well as has a positive effect on the person.   
 
      The 3rd scenario is about the person who is sceptical about the Coke and Coca-Cola brand in 
general. He had tried the Coke and other products offered by the company. He is aware of the dark 
side of the Coke and how soft drinks are unhealthy in general. But he still prefers the Coke if there 
is a need to buy a soft drink, or other Coca-Cola products. This person tried the Coke and liked the 
taste. He will not purchase product frequently, but if there will be a need to drink a soft drink, he 
will prefer the Coke among other competitor drinks due to his trust in the taste and the quality. His 
negative attitude is not preventing him to purchase the product, being on the functional level. On 
another hand, there is an emotional level as well. Person has negative feeling towards the brand, but 
still purchases it due to the taste or marketing tools. At some point he trusts the company; he knows 
the taste that could be the main reasons for buying the Coke again. At this stage it is important for 
the company to recognize such consumers and try to bend them into frequent users. The attitude of 
this person is unstable, and if there will be a mistake made by the company, he will get more 
negative towards it, while if the positive news will come out, he might change his negative attitude. 
The buy is made with the low involvement level, but there is an emotional connection, even if it is 
negative one.   
6.2 Apple 
 
    In the 1st scenario, as it is in the case above, the person wants to by a laptop for the first time. In 
the beginning there will be an information search about the qualities of the products and what is 
important to have in good laptop. In his search he finds out that Apple is able to satisfy his need 
with their products – Mac book, but there are also a lot of other companies which are able to do the 
same for the potential customer. The biggest difference with competitors is the price range. Apple 
products are costly, but prestigious. In this scenario, the potential client is not concerned about the 
price. And if the price does not plays a huge role, than the person is willing to buy more expensive 
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things assuming it will give him a classier look. The design of the Apple product is simple and 
attractive, and from different reviews which could be found on the internet, it is clear that quality is 
the word for Apple products. Then there is a need to go to the shop and see the product itself. He 
proceeds to the shop, where only Apple products are sold, and sees a nice, simply looking place 
with sales people who are willing to help in choosing the right product for you. This is a great 
advantage among competitors due to the reason that competitors do not have their own stores, 
where they can be able to attract consumers by being nice to them. The level of involvement at this 
stage is functional, the person needs a laptop to be able to work or be online not from home. To 
have more emotional attachment to the brand, it is important to see who exactly is a consumer. If it 
is a young person who is still studying in the university, than there could be more emotional 
connection with the brand at this stage, due to the reason that some of his classmates could already 
have a MacBook, or he will be the first one having it in the class, being able to show sophistication 
by using Apple product. The consumer could be a person who has a small company and needs some 
laptops for it. While being in the process of an information search it could be found out that many 
organizations use Apple products, which could drive the potential customer to the idea of buying 
MacBook. At this stage, it will be a functional purchase, without emotional attachment. But there is 
an opportunity to create emotional attachment when the potential consumer will be satisfied with 
the product quality, lasting time and performance.  
 
    The 2nd scenario shows a young teenager who already has Apple product, like IPod (mp3 player) 
and IPhone. He is crazy about his items. For him will be important that he will get a laptop also 
from Apple. The use of this brand shows his friends that he is cool, his parents have money. 
Younger generation is very sceptical about small items like phones and which brand it is, because 
for them it is a way to show themselves, it has a great meaning. At this age there is a potential to be 
willing to be like ‘others’, meaning that if five teenagers have Apple products, I need also to have it 
because those teenagers are cool. The connection with the brand is on the emotional level. The 
consumer does not care about competitors, he want only Apple products. At this stage, a teenager 
does not pay attention to the quality and the price; he only cares about the respect from others of 
having Apple products. Such consumers will buy new versions of products every time they will 
appear on the market. A teenager brand love is based on the desired and current self-identity 
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(appendix) that is provided by the brand.  Apple helps him to show other who he is, being part of 
those people who use it, and shows others how he wants to look by using Apple products.  
 
      In the 3rd scenario the person knows the brand and its products. He is aware of that there are a 
lot of Apple users nowadays which are crazy about it. Nonetheless he thinks that Apple does have a 
nice design and quality, then again he is sceptical about all this fuss around the brand in overall. At 
some point, is considering buying a MacBook but knows that the price is too high in comparison 
with the competitors, who are able to give the same product with smaller price. It could be assumed 
that there is an emotional attachment, but a negative affection, which could be changed into positive 
if the potential consumer will choose to try Apple products once. The sceptical person could be 
afraid of being the same as all others who are crazy about the Apple, not wanting to be one of the 
herd. On the emotional level he is able to change his stand due to the reason that in his mind, he 
likes the design or other aspects of the product. But he understand that in order to get a good laptop 
there is no need to buy the most expensive one and pay a lot of money only for the brand name 
instead of saving money and buying competitors product. It is only a functional buy for the 
sceptical person. The Apple slogan says to be different, but it is not the reality in the mind of the 
sceptical person. This slogan was relevant some years ago, when people did not know about Apple 
that much, but now, it is controversial if considering that a huge amount of people are using Apple 
products. In this scenario, there are two ways – the first one is where the person gets an Apple 
product as a gift, where he changes his mind after using it. The second way is when he chooses a 
competitor’s product and at this point, it will be hard to convince him to use Apple and to make him 
a potential user. There is a level of involvement anyway, because a sceptical person still will need a 
laptop or another product from the Apple range, and will search and consider at some point that the 
Apple as a potential buy due to the reason that it was mentioned before that there is a small part of 
him that likes something about the Apple products. The involvement is more emotional, because a 
person feels negative emotions towards the brand, which are also good at some point. People say 
that there is one step from love to hate and vice versa. In this scenario everything is possible, but 
there is a need to be recognized by the company that there are such potential consumers, who might 
be switched to the loyal after trying once.  
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7. Discussion 
 
    In this project, two organizations the Coca-Cola and Apple have been presented as an example of 
how to become a strong brand. In the year 2012, Apple Company took first place in being most 
valuable brand, having brand value of 182,951 M $, where the Coca-Cola was on the fifth place 
with 74,286M $ of brand value (appendix 3). Companies operate in different fields, where one is 
working in the field of everyday need – soft drinks, 
and other in the field of technology and 
improvement of daily life of the consumers. 
Consumers started to be more selective with their 
needs and prefer to buy brand products, where price 
level is less important than self-image as well as 
brand meaning (Brown, 2012, p. 88). On the picture 
it is shown that brand started to play greater role in 
consumers buying decision in the last 10 years; 
whereas a price is less important, even if there was 
an economic crisis in the whole world. Consumers’ 
decisions are influenced by brand when purchasing a 
product they need, because brand is able to show who they are and want they admire.  
Nowadays, different brands try to promote themselves through being cultivated in movies, music 
and other popular cultural products. It is a way of marketing strategy, when a certain brand is used 
by actors in the movie which a potential customer is watching. It is a hidden marketing tool. The 
aim is to retain consumer involved with the brand. (J.Kay, 2006, p. 746) The Coca-Cola and Apple 
are doing the same thing. Almost in every movie one can see Apple products as well as the Coke. 
Both brands have succeeded on the market and have a strong influence on their consumers. They 
have created a strong bound with their customers, who in the meanwhile became loyal. Seeing both 
brands being used by the celebrities or in the movies makes people to become closer to them when 
using brands. Such marketing tool creates ideas in the consumers mind on the subconscious level, 
saying that it is easy to be like them in the movie, or to have life like in the movies.   
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    The Coca-Cola has managed to spend a lot of profit on the marketing of their brand, and one of 
the reasons for that could be the industry they are in. The main industry of their production is soft 
drinks. It is known that people need liquid to live, and the Coca-Cola has created different types of 
liquids which could quench the thirst. It is a basic need of their consumers. In order to be best one 
on the market, they have promoted their brand so powerfully, that people will be able choose their 
products without thinking too much, doing it on the subconscious level. Potential consumers, when 
feeling they want to drink, they automatically will buy the product they know, or have heard about. 
The Coca-Cola logo has been implemented intensively into consumers’ minds, that everybody 
knows what it is. It is possible to find the Coca-Cola drinks worldwide and it is being part of people 
lives. Another advantage of their strategy is being able to adapt to the needs and demands of 
consumers through time as well as showing the awareness of different problems connected with 
their product. The Coca-Cola is trying to show itself as a responsible actor of its actions. The 
products of the company create a great threat to the earth due to the reason of being sold in bottles 
and cans which cannot be decomposed. On their official webpage they mention that they want to 
achieve zero waste and create a sustainable packaging, but it will take long time to find out a great 
solution for the metal cans and teach people to recycle. Another act of kindness from the Coca-Cola 
is fighting the obesity while being clamed of creating this disease among its consumers (Confino, 
2013). It is very controversial for the soft drink company to fight almost itself. "To engage properly 
in the obesity debate, Coca-Cola would have to slag off the vast majority of its products." (Confino, 
2013) – said activist Anna Lappe. Her statement is very clear and true. On another hand, such 
attitude of the company helps to improve the health of the population, by minimizing the sugar 
count in their beverages, showing calories count on their bottles and cans as well as promote 
physical activity programs (appendix 4). In companies charity contribution in the year 2011 it could 
be seen that they do spend a lot of money into the waste management and environment issues as 
well as healthy living (appendix 5). Even that the Coca-Cola was claimed to create obesity and 
diabetes, people still like to drink its products, yet being aware of this fact. The relationship 
between consumers and the brand is very strong due to the engagement of the Coca-Cola in mostly 
every part of consumers’ lives. The company taught people to love it and love the taste. The taste is 
the biggest mystery in the Coke, and no one can create the same recipe. This lays a veil of mystery 
on the company because consumers do prefer the Coke depending from it taste.  
 
35 
 
     The Coca-Cola created a strategy that will help it consumers to operate at a subconscious level 
when they are thirsty and want to choose a drink. They know that their products are more on the 
functional level and have low involvement when it comes to the purchase decisions, where there are 
a lot of other opportunities to choose from. It is important to get a new customer to choose the right 
product and to taste it once, so they will know the taste and get attached to it. In order to create 
emotional connection, the Coca-Cola is trying to give favorable personality to its brand in general 
by advertising. Consumers are willing to buy those brands, with which they share personality 
characteristics and these similarities help to create relationship. Consumers assume that if a product 
or a brand has a personality, it will have high quality. The last one is a thoughtful decision making 
issue and defines brand preference. (Punyatoya, 2011, p. 2) 
Punyatoya (2011) found out that for the low involvement 
products the price tactics, product related experience, product 
usage, and advertising play a great role in purchasing decision. 
The Coca-Cola is counting on this, knowing that they are 
operating on the functional level more than on the emotional, 
but tries to create emotional level as well by showing itself as a 
person who cares about everybody in the world. In their last 
Coke campaign they wrote different names and words on the 
bottle of the Coke, saying: “Share a Coke with….” (Hutchings, 
2013) (picture was made in the Danish metro station on the 
2013.05.16). This step creates a personality for each bottle, 
makes it more special for those people who are able to find 
their names on the bottle. When the company can create a brand personality, it allows the company 
to deliver a stable experience that will have deep connection with consumers leaving stronger 
emotions (Brown, 2012, p. 46). Emotions will lead to closer attachment to the brand on the 
emotional level; consumers will like or even love the brand, forgetting all side effects. The 
satisfaction factor plays direct role on generating brand loyalty on the functional level (Punyatoya, 
2011, p. 4).  
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    Apple is making products that are not needed to be bought on the daily bases but requires 
extended information search before the purchase and have high involvement. In order to provide 
product with the right information, it is required to have positive feedback. Apple is relying on 
positive review of it users, so when the potential user is searching for the information, he will be 
able to find only positive ones and get inspired by those who already have Apple products and are 
in love with the brand. Information could be also found in their retail stores, where sales people will 
help to choose the product which matches consumers’ needs. By selling software, Apple makes sure 
that consumers will maintain their relationship with Apple, purchasing and updating the software. 
Apple does not spend too much money on advertising, yet provide their consumers with the 
marketing tools in order to promote Apple products without a clue. Positive reviews, smart design 
aspects create demand among the potential customers. Apple brand started to be a way of life, an 
emotional aspect of consumers’ life, which assumes that the brand is able to show their status and 
give them feeling of sophistication; providing consumers with the opportunity to experience the 
whole process of choosing and buying a product in the retail store and giving the feeling of being a 
part of the Apple family. In the beginning, the slogan of Apple to think different was a great start 
for people to feel different when they were buying Apple products. Apple managed to create 
innovative things and make life of consumers easier. Nowadays, this slogan is controversial. 
Looking into appendix 6, we can see that the operating system of Apple is used more than its 
competitors as well as Apple computers became more popular in the recent year. One of the major 
increases in sales numbers came for that time when the founder Steve Jobs died. The brand value 
increased as well in the year 2011 after the tragedy in the company (appendix 2). It is hard to say 
that people ‘think different’ these days, because the growing part of population is using Apple 
products, so you cannot think different when you are one of them.  
 
      Apple is aiming for the emotional connection with their consumers; they have created their 
brand as a stylish person, modern and up to date. The simplicity of the design makes it even more 
attractive. The quality is one of the main features on the decision level for the consumer, but the 
price level is above the middle level. The price gives the feeling that not everybody can purchase 
products, giving it an extra satisfaction when one actually buys it.  Apple as all other companies 
wants to show that they are responsible and sustainable, being represented by Steve Jobs who 
wanted only high quality products in his company and was very passionate of what he was doing. 
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Yet again, a lot of rumors go around Apple, accusing that Apple suppliers’ use child labor on their 
production factories. At some point it was a crisis for the company to be accused in such actions, 
but still the loyal consumers fail to recall the mistake. When observing the Apple official webpage, 
it could be found out that they have managed child labor crisis correctly (Apple, 2013). They stated 
there that they now have tougher control over their suppliers as well as they hired individual expert 
from Fair labor association (Fair Labor Association , 2012). From these actions it could be assumed 
that they want to show themselves as a responsible organization which has nothing to hide.  
 
     In the high involvement products, people know their own self-appraisal and use brand 
personality as a measure in valuing the product, and not using subconscious thinking so much 
(Punyatoya, 2011, p. 3). So it is very important to create a brand personality on the emotional level 
than on functional. Brand personality will help consumer to retrace the brand and emphatically 
attached to the message. And when the consumer will see that brand personality is corresponding 
with his self-image, than there will be a warm feeling towards the brand. That will lead to more 
satisfaction after the purchase and stronger relationship. The relationship is needed in order for the 
consumer to become loyal and start loving the brand; relationship quality arbitrates the outcome of 
pleasure on the consumer brand loyalty. (Punyatoya, 2011, p. 3)  
   
 
 
      People usually get feeling of love when they like the personality of something or somebody. 
That is why it is important to consider personality traits of the brand on the emotional level in order 
to create brand love. In order for companies to improve the brand love among their potential 
consumers there is a need to divide all consumers by groups, looking into their buying behavior and 
the level of involvement. Some of the customers’ negative attitude could be switched to the positive 
one, creating love, but the switch should be done in the right time in order to prevent hate. As the 
Coca-Cola have made, on the functional level it is very important to create hidden awareness in the 
consumers’ minds, through assertive advertising of the brand, creating recognition on the 
subconscious level. There is no need for consumers to think too much about the product, they will 
prefer and trust that brand which they have hear about and know. After purchase, the Coca-Cola put 
high stakes on the taste which attracts consumers. In all three scenarios, the Coke will be chosen 
automatically, on subconscious level, but for some consumers it will be just a functional buy, but 
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for the second scenario it will be more emotional level due to his strong attachment to the product 
already. It is also relevant to see if the consumer gets attached to the product brand or the brand in 
total. In the case of the Coca-Cola there is more attachment to the Coke product, the main product 
of the Coca-Cola which represents the company itself. Other products have their own lives, and at 
some point are not associated with the Coca-Cola brand in the minds of consumers, but the main 
product is strongly connected with the company. And one day, a consumer will buy another product 
without knowing it is produced by the Coca-Cola and after finds out that it is one of them, he will 
be less skeptical about the taste and the quality, due to the reason that he already trusts them.  
 
    Apple products maintain more on the emotional level, being seen as something that improves 
consumers’ self-essence. Even if in the beginning a potential consumer will buy Apple product only 
due to the functional experience, after some period of time he will get emotionally attached to the 
product. Apple products are used on the daily basis, making people to depend from them. Apple had 
implemented personality trait into their brand as well, and that benefits the brand when developing 
brand love. But why people feel in love with a brand and its products? From time to time, it could 
be friends or parents who embed love in the person mind. When one will hear every time how his 
friends or parents love the product they are using, it will automatically work for the brand. Hearing 
positive feedback about the product from those people one can trust it creates ideas in his mind that 
maybe he should give it a try and see why other people prefer those brands.  In the case of Apple, it 
is hardly dependable from consumers’ word of mouth. Some of Apple competitors are operating on 
the functional level, but with high involvement due to the reason that there is a need to find 
information before purchasing, but Apple tried to create products and brand which will mean more 
than a functional laptop to the consumer, but rather create a style and self-concept of consumers.  
 
     Emotions appear when the person is satisfied with the product he got; there are many aspects 
which could make product so satisfying like quality, price, performance, etc. In order to fall in love, 
there is a need in constant satisfaction of the consumer as well as trust for the brand. But love 
cannot exist without special issues which play the main role for the consumers, in this case is a 
personality of the brand. The personality gives an opportunity to connect oneself with the brand 
personality, find common goals and characteristics which creates the idea in human mind of being 
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the same. People like those personality trait which are suitable for them. Sometimes consumer will 
choose such brand, which will add additional personal traits one is lacking.  
    It is hard to say if there is a close connection of the brand love and involvement level on the 
functional dimension. The company needs to understand where it stands on – do consumers choose 
it because of it functional specifics or due to the emotional connection with the brand. If the 
company is able to find out it position, than it is a requirement to work on brand love creation from 
the start. If brand stands on the functional level, there is essential to create brand awareness on the 
subconscious level, when the consumers will select the product without any side thoughts, because 
he will be able to recognize the logo or colors of the product. This is the first step to improve brand 
love, when the people will subconsciously trust the company. And after trying the product, 
consumer will be able to decide if the product stands for those standards which were expected by 
the consumer. If it does, than such consumer is able to become a loyal one due to the satisfaction of 
what he expected. At this level, price plays a great role due to the competition, but people still 
prefer quality. The next step on the functional level is to ensoul the brand and the product with the 
personality traits. Consumers get more emotionally connected with brands that could be associated 
with themselves, assuming that personality will provide brand with quality. In the case of Coca-
Cola, they had given their brand a personality, creating meaning of their brand for the consumers. 
And if there is an opportunity to form a brand loyalty with this step, than there is not so far from 
brand love. On another hand it is hard to create love on the functional level, when the person wants 
only to satisfy his needs. He could be easily attracted by the competitors company which will offer 
cheaper price or better quality. At this level, consumers are quite unstable, and in order to attract 
them, there is a need in a repeatable reminding of the brand and create something unique which will 
keep consumers interested in the brand. The Coca-Cola has a long experience on the market and 
had a lot of time to build awareness in the human minds, but it is hard to say if the new company 
can manage to become so strong being only on the functional level. It costs a lot of money to 
promote the product to that extend and still be just functional. The example of Coca-Cola shows 
that it is possible to do, but a lot of effort should be done. When a consumer enters the shop in order 
to buy some grocery products, he will choose the one with the good price or that which he already 
knows, and will stick to it for long time due to the reason that people does not like changes and get 
used to the brand they purchase even if it only satisfy their basic need.  So it is hard to argue if there 
is a possibility to improve brand love on the functional level, but from Coca-Cola case, it could be 
assumed that there is a likelihood, which needs a lot of effort. 
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    On the emotional level, consumers are willing to buy a specific brand due to the satisfaction of 
their inner request, being able to show who they are. Emotions and love are strongly connected with 
each other that is why it is easier to manipulate the first ones in order to improve the latter. The 
consumer loyalty is the way to express consumer satisfaction. But it is not enough to have satisfied 
consumer, but they need to trust the brand and feel common attachment to it. In order to have this 
attachment, the brand should represent consumers ideas, values, believes, which could be shared. Or 
represent something that consumer is missing at the moment in his self-concept, but is able to 
acquire after the purchase of the specific brand. That is why for those brands which bring 
satisfaction on the emotional level, need to have personality without any doubts. It is the essential 
part when a consumer can associate himself with the brand.  This is the first step to improve brand 
love on an emotional level. The opportunity to have brand love on this level is greater than on the 
functional level, because at this level, people are willing to express themselves with the use of the 
brands, and it is important that brands will stand for the same things which consumers believe in or 
want to believe. It is important for the company to bring up their mission and vision through the 
whole organization structure and deliver it to the consumers.  
8. Conclusion  
 
     This project helps to find out if there is connection between involvement level and brand love 
and how strong brands like the Coca-Cola and Apple could manage to develop strong bonds with 
their consumers. It is known that loyal consumer is capable of love. On another hand if a consumer 
loves a specific brand, he hates competitor brand. The emotional connection with the brand is very 
important for the company due to the reason that there will be less judgment among consumers if 
the company makes a mistake. Consumers are willing to close their eyes on these issues due to the 
reason that they trust their loved brand and are able to realize that everybody can make a mistake. 
Such connection assists brands to keep their consumers in the time of crisis.  
The different level of involvement plays a vast role when deciding on the marketing tools and the 
ways to promote products as well as how to treat consumers. Two company cases, the Coca-Cola 
and Apple, helped to analyze how to make right marketing strategy for the products with different 
level of involvement. The Coca-Cola case, showed that it the company wants to have emotions 
connection with it consumers, it should understand how product promotion should be done in order 
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to move from functional level into emotional. It is also essential to realize that there are different 
aspects which play a role when choosing a brand and they likewise determine the involvement 
level. In the case of Apple, through their corporate mission, they tried to create emotional 
connection with their consumers, being able to sell not only the technology but the great experience. 
With the ability to implement company’s philosophy into real life, they managed to attract 
consumers and convey their enthusiasm on the users. On both involvement levels it is important to 
create brand personality to which consumers could correlate to. It creates attachment and influences 
on the future development of the brand love.  
It is also relevant for the company to manage those consumers who are on the edge of love\hate 
emotions. Some of the potential consumers are able to switch due to the reason that they do like 
some qualities of the brand but are also skeptical about other aspects. If company is able to find and 
evaluate those consumers, it could manage to shift their attitude from negative towards positive. 
Such actions could be costly, for the reason that it is hard to find out those skeptical consumers, but 
it will be worth shifting them towards likeness of the brand due to the reason that they already have 
emotional connections with the brand (even if they are little bit negative).  
Those brands which operate on the functional level it is harder to implement the brand love concept. 
Consumers prefer those products or brand they already know or which suit their income. The 
awareness should be built on the subconscious level so that person will not think too much what he 
is buying, but just grabs the product because he knows already something about the brand or can 
recognize it. It is also hard to imagine that one will say that he loves dairy product brand which he 
buys on the daily basis. It is not like this on the functional level, it more about the basic need which 
the brand helps to satisfy.  
So at this point it is more realistic to speak of brand love improvement only on the emotional level, 
where emotions are part of the purchase decision. On the functional level it takes more time to 
create brand love, but still there is an example of the Coca-Cola which demonstrates that it is 
possible.  
For the future researches it will be relevant to spend more time on the consumers and evaluate what 
they exactly feel, say about the brands in order to come out with the more precise results. The 
human factor plays a great role when analyzing brands and emotions, because it is hard to think 
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about every consumer in general, due to the reason that everybody is different and perceives brands 
in their own way.  
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 (Batra, Brand Love, 2012, p. 8) 
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Appendix 2 
1
 
Red line shows Apple Company; black the overall technology industry.  
 
.  
In the table below is shown the position of Apple Company on the 1st place as a most valuable 
global brand of the year 2012. In accordance to that it could be assumed that the 
marketing/branding strategy of Apple does work. 
 
 
 
 
 
 
 
 
 
 
                                                          
1
 http://www.interbrand.com/en/best-global-brands/2012/Apple 
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Appendix 3.  
 
(Brown, 2012, p. 34) 
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Appendix 5 
2
 
 
                                                          
2
 http://www.coca-colacompany.com/sustainabilityreport/we/charitable-contributions.html#section-giving-through-
the-cocacola-foundation-and-through-the-cocacola-company 
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4
 
                                                          
3
 http://news.cnet.com/8301-13579_3-57464763-37/apples-ios-grabs-65-of-mobile-web-traffic/ 
4
 http://www.asymco.com/2012/01/16/apple-is-the-top-personal-computer-vendor/ 
